Abstract-This study examines individuals' intentions and behaviour on Social Networking Sites (SNSs). The study proposed model asserts that "Co-presence", "Intimacy", "Immediacy", "Perceived Enjoyment", and "Perceived ease of use" formed individuals' "Attitude" towards "behavioral intention" to use SNSs. The results support all formulated hypotheses. The proposed model in this study explains 69% of individual's attitude or feelings towards adoption the SNSs, 59% of the variance in "Behavioral Intention" and 54% of the variance in "Usage Behaviour". The present study has shown the importance of social presence's factors, namely co-presence, intimacy, and immediacy, in explaining individuals' intentions and behavior. The study findings confirmed that social presence positively influence SNS usage indirectly through user attitude, and as aforementioned that three factors, namely co-presence, intimacy, and immediacy are framing the construct of social presence. Thus, this study is the first empirical effort to examine the impact of co-presence, intimacy, and immediacy in determining intention or behaviour.
INTRODUCTION
A Social Network Sites (SNSs) is a platform allows users to build social relations with others within and beyond their social circle [47, 19] . SNSs such as Facebook, LinkedIn, Twitter, and Google Plus have been growing rapidly in recent years [80] .
This growth produced various types of SNSs. Some of SNSs have been built to be used by anyone; while others for limited purpose [45] . For example, LinkedIn and Medical Mingle, LinkedIn is the world"s largest professional network and can be used by anyone, while Medical Mingle is a SNS has been built particularly for medical professionals.
With the pass of time, millions of people becoming members of one or more of these SNSs. As of March 2015, Facebook, for example, had attracted 1.44 billion active users [34] . Thus, this great success of SNSs opens a new frontier and opportunities for businesses. "More than one-third of marketers consider Facebook important for their businesses. In all, 67% of B2C and 41% of B2B companies have successfully acquired new customers through Facebook" [47] . Also, new opportunities for businesses companies can be provided by SNSs which help them to optimize their internal operations and to enhance customers" communication.
Moreover, e-commerce companies also tend to integrate SNS features into their existing web applications to enhance or retain their use in important applications [82] . Thus, due to this success, SNSs can be profitable business entities, making revenues for their stakeholders. This creates a sort of competition among the most popular SNSs, for example and "according to analytics released by ComScore in 2011, Twitter has proven to be a major competitor of Facebook, as the microblogging service has managed to increase its number of regular users by more than 500% since 2009" [51] .
However, success of SNSs depends on their ability to attract customers using them. This is because SNS rely on number of their users and the interactions between them to increase their value. Therefore, it is important for SNSs providers to enhance their technology to attract more users and this can be done by understanding why people use SNSs. Thus, this study systematically examines what factors contribute to SNS usage. This topic matches to one of the five core research areas which forming the information systems (IS) discipline as identified by Sidorova, et al., [70] : (1) Information technology and organizations, (2) Information technology systems development, (3) Information technology and individuals, (4) Information technology and markets, and (5) Information technology and groups.
The information technology (IT) and individuals examines primarily psychological aspects of human-computer interactions, focusing on research themes such as individual technology acceptance, IT adoption, human resources issues in IS, computer self-efficacy, trust, and website design. Therefore, this study represents a mainstream area of IS research, contributing to the development of the discipline.
This study participates in this effort, theoretically and practically, by proposing an integrated theoretical model that lends itself to studying the adoption of new technologies and applies it to determine significant factors that influence adoption of SNSs. The study" proposed model brings together concepts from two distinct lines of research, the Decomposed Theory of Planned Behaviour (DTPB) from IS models and social presence theory from the social psychological theories of interpersonal communication and symbolic interactionism.
Intimacy and immediacy refer to the sense of psychological involvement which are fundamentally related to social presence theory [65] . These constructs are applied to media from the social psychological work and focused on the role of nonverbal communication in interpersonal interaction [15] (please see [9, 6, 7, 54, 8] ). Intimacy can measure to which extent would people taking care, trusting, expressing themselves, and making relationships with others [69, 72, 15] .
While immediacy measures interpersonal communication to assess to which degree interactivity is achieved behaviorally and perceptually (please see [17, 16, 84] ).
C. Research model and hypotheses development
The research model incorporated two different theories: the Decomposed Theory of Planned Behaviour (DTPB) and social presence (see Fig. 1 ). A discussion of the model's constructs along with the formulated hypotheses is provided in the following sub-sections. 
1) Social presence and user attitude
The Prior studies have identified both direct and indirect impacts of social presence on intention or usage of many information technologies such as the Internet, emails, IM and e-commerce [37] . Hassanein & Head [37] found that social presence has a positive impact on attitudinal antecedents. While Xu, et al., [80] found that social presence has a positive impact on SNS usage. In this study the researcher believes that social presence will positively influence SNS usage indirectly through user attitude, and as aforementioned the three factors, namely co-presence, intimacy, and immediacy are framing the construct of social presence [15] thus, the following three hypotheses are proposed:
 Hypothesis 1. Co-presence will positively influence user attitude.
 Hypothesis 2. Intimacy will positively influence user attitude.
 Hypothesis 3. Immediacy will positively influence user attitude. Vol. 6, No. 8, 2015 101 | P a g e www.ijacsa.thesai.org Perceived enjoyment can be defined as the extent to which the activity of using a product or service is perceived to be enjoyable in its own right, apart from any performance consequences that may be anticipated [28, 81, 38, 43, 55] . In other words, perceived enjoyment is the individual"s perception of how much fun he/she has when he/she performs an activity [11, 66] .
2) Perceived enjoyment and user attitude (IJACSA) International Journal of Advanced Computer Science and Applications,
Scholars found that there is a relationship between perceived enjoyment and perceived control, and that influences the user interaction [78, 22, 42] . In other words, within a voluntary context, if someone enjoys doing some activity he wills lose her/his self-consciousness and feeling of time and that affects his/her self-control [1, 42] .
An affective reaction, such as emotion or enjoyment has been studied from a marketing perspective and it has been found that enjoyment influences cognitive perceptions or behavioral attitude [73] . Thus, the following hypothesis is proposed:
 Hypothesis 4. Perceived enjoyment will positively influence user attitude
3) Perceived ease of use and user attitude
The perceived ease of use is defined as: "the degree to which a person believes that using a particular system would be free of effort" [26] . According to the Technology acceptance model (TAM) proposed by Davis [26] , two constructs (1. perceived usefulness and 2. perceived ease of use) form the behavioural beliefs that influence individuals" attitude toward information technology, which in turn predicts their acceptance of IT [26, 53, 83] . Thus, the following hypothesis is proposed:  Hypothesis 5. Perceived ease of use will positively influence user attitude.
4) Attitude and user behavioural intention
Prior studies have shown that attitude positively influences behavioural intentions [3, 27, 2, 14, 5, 4] . Attitude is defined as an individual"s feelings towards performing a specific behaviour, which is his positive or negative evaluation of performing the behaviour [27, 2] .
As such, in the context of this study, attitude is defined as an individual"s feelings towards adoption the SNSs and the following hypothesis is proposed:  Hypothesis 6. Attitude will positively influence behavioural intention.
5) Subjective Norm and user behavioural intention
The subjective norm (SN) represents a person"s perception of social pressure from important referents to perform or not perform a behaviour [3, 2] . In other words, individuals usually become involved in actions or an object when they have a positive attitude toward it and when they believe that important individuals think they should do so [2] . According to the theory of group influence processes, people tend to conform to others" expectations to strengthen relationships with them or in some cases to avoid a punishment [30, 50] . For example, "a student may believe that the teacher thinks that he or she should use the e-learning system. If that student is strongly motivated to comply with the expectations of the teacher, a positive impact on subjective norm may occur" [50] . This supports the effectiveness of subjective norm on behavioural intention. Therefore, the theory of reasoned action TRA [3] and the theory of planned behaviour TPB [2] measure social influence on behavioural intention through subjective norm. Accordingly, a positive relationship between subjective norms and behavioural intentions has hypothesized in many prior studies. Moreover, in the context of this study, Cheung and Lee [21] conducted a study to develop and empirically validate a research model on intentional social action in SNSs and they found that a stronger subjective norm leads to a higher level of intention to participate in an online social networking site. This finding has been also confirmed by study of Al-Debei et al. [4] . Thus, this hypothesis is proposed:  Hypothesis 7. Subjective Norm will positively influence behavioural intention.
6) Self-efficacy and user behavioural intention
Self-efficacy and facilitating conditions. Self-efficacy is related to the perceived ability of using a new technology. Selfefficacy refers to an individual's belief in his or her own capability to perform a specific task within a particular domain [24, 50] . Bandura [13] defined self-efficacy as "beliefs in one's capabilities to organize and execute the courses of action required to produce given attainments" [13] .
Prior studies provided support for the relationship between computer self-efficacy and decisions involving IS adoption and usage [40, 27, 24, 44, 23, 77, 41, 32, 64] .
In the context of SNS usage, online users with a higher magnitude of computer self-efficacy have a higher expectation of their ability to use a SNSs successfully with less reliance upon constant support, as a result they find using a SNS useful. Therefore, they are more likely to adopt SNS than others. Thus, the study propose that the self-efficacy construct indirectly influence usage behaviour through its direct effect on behavioural intention.  Hypothesis 8. Self-efficacy will positively influence behavioural intention.:
7) User behavioural intention and Usage Behavior
Behavioural intention is concerned the central factor in predicting the decision to perform a certain behaviour for many information systems theories such as the Theory of reasoned action model (TRA), the Technology Acceptance Model (TAM) , the Theory of Planned Behaviour Model (TPB) and the Decomposed Theory of Planned Behaviour Model (DTPB). All these models have been widely used successfully in a range of situations and in many subject areas for predicting and understanding the performance of actual behavior [68, 20, 4] and all of them propose that an actual behaviour is significantly and directly affected by behavioural intention to perform the behavior [26, 2, 74] . Thus, the following hypothesis is proposed:  Hypothesis 9. Behavioural intention will positively influence usage behavior. www.ijacsa.thesai.org
III. METHODOLOGY

A. Measurement
Identifying the concepts or constructs that a researcher intents to measure, and then choose appropriate measuring systems to measure those constructs is essential and has a significant impact on the accuracy of findings [85] . In order to answer the research question, the researcher developed the survey instrument. The items used in the survey instrument to measure the constructs were identified and adopted from prior research; particularly from the Communication field and IS research, in order to ensure the face (content) validity of the scale used. The items were widely used in the majority of prior studies indicating potential subjective agreement among researchers that these measuring instruments logically appear to reflect accurate measure of the constructs of interest. Table 1 lists the items developed for each construct in this study as well as set of prior studies where these items have been adopted from.
B. Data Collection Procedures
Data for this study were collected in two stages (6 months apart), from samples stratified into gender groups, by means of a survey conducted in Saudi Arabia in 2014. This type of sampling technique has been chosen due to the difficulty of drawing an actual representative sample in Saudi Arabia. Most Saudi people do not have their own mail boxes and mail services are not provided for every house. Moreover, it is hard to approach women in Saudi Arabia because of cultural constraints and values. Therefore, stratified samples were drawn from several areas in the country and female relatives were engaged to distribute questionnaires to the female strata besides using electronic means to guarantee reaching females as well as males. The survey questionnaires were distributed to 1100 participants (550 male and 550 female). A total of 421 responses were received from male participants and 367 from female participants. After checking the data for validity, 657 were deemed fit for use in the analysis.
IV. DATA ANALYSIS AND RESULTS
A. Reliability and validity
A reliability and internal consistency test was performed using data obtained from the pilot study of each construct in the instrument. The alpha values from the data obtained ranged from .864 to .947 with an overall alpha value of .974. Table 2 shows the Cronbach's alpha reliability of constructs in the study. The result indicated that all constructs of the model were reliable. Therefore, the internal consistency of the instrument was acceptable.
The Kaiser-Meyer-Olkin (KMO) and principal component factor analysis were conducted to examine the adequacy of the study sample and the validity of the study instrument, respectively. As the value of KMO was 0.812 as in Table3, the study sample was considered adequate and the appropriateness of using principal component factor analysis on the collected data was assured. Construct validity was assessed by conducting factor analysis to calculate a principal components analysis with a Varimax rotation. This analysis helped in evaluating the convergent and discriminant validity of items. The convergent validity was evaluated by examining whether items of a variable converged together on a single construct [63] , and whether the factor loading for every item was > 0.45, as suggested by Comrey and Lee [25] . Comrey and Lee [25] suggested that loadings in excess of 0.45 could be considered fair, whereas it might be considered as good if loadings were greater than 0.55, and those of 0.63 very good, and those of 0.71 as excellent. The discriminant validity was evaluated by examining the cross loading of items on different factors. As the factor pattern shows in Table 4 , loadings on the target factor are in the excellent range (22 out of 36), very good (5 out of 47), good (7 out of 47), and Fair (2 out of 47). As Table 4 shows, no weak loading was found indicating the validity of constructs applied in this study.
B. Hypotheses testing
The study proposes a model that lends itself to studying the adoption of new technologies and applies it to determine significant factors that influence adoption of SNSs in Saudi Arabia. This model can be constituted through the test of 9 hypotheses. These hypotheses identify the relationship among factors as independent variables that impact adoption behaviour. Each accepted hypothesis represents an explanation of usage behaviour as dependent variables. Explanations are nomothetic and advance via deductive reasoning.
The simple correlation amongst all the study variables was conducted using Pearson's correlation analysis as shown in Table 5 . As variables showed significant correlations (p ≤ 0.01), the researcher then utilized the regression model to test multicollinearity by examining collinearity statistics; i.e. Variance Inflation Factor (VIF) and tolerance.
To determine whether any multicollinearity effects existed, the researcher checked whether there was any warning message produced by the AMOS output that signalled a problem of multicollinearity. The results showed that there was no evidence of multicollinearity. The potential problem of multicollinearity can be further examined formally in the context of regression analysis.
In Table 6 , the tolerance values ranged from 1.000 to 0.556. One way to quantify collinearity is with variance inflation factors (VIF). Although a variance inflation factor (VIF) that is less than or equal to 10 (i.e. tolerance >0.1) is commonly suggested [10, 50] . Lee [48] suggested that a variance inflation factor (VIF) greater than 3 is an indicator of a serious problem of multicollinearity. In this study, a variance inflation factor (VIF) greater than 3 is considered to indicate a serious problem of multicollinearity. However, as shown in Table 3 , there were no VIF values over 3 in the model; since the VIFs values ranged from 1.000 to 2.471. Thus there was no evidence of multicollinearity. To ensure the validity and reliability of the results and to use regression analysis in an appropriate manner data should be normally distributed. Jarque-Bera (skewness-kurtosis) test has been applied in this study to provide a comparison of the distributions of the research data and the normal distribution.
The symmetry of the distribution can be identified by Skewness values. If skewness value is positive, then data are clustered to the left of the distribution; otherwise data are clustered to the right of the distribution. While the height of the distribution can be measured by Kurtosis values. Positive kurtosis values indicate a peaked distribution, whilst negative kurtosis values suggest a flatter distribution (Hair, et al., 1998) . Skewness-kurtosis acceptable values have been suggested by many scholars to be within the range of ±2.58 at the 0.01 significance level [12, 4] . Thus, Jarque-Bera (skewnesskurtosis) test has been applied in this study and the result is summarized in Table 7 . Table 7 shows that the study data are all within the recommended range and this gives us a green light to use the regression analysis. After assuring that necessary requirements are all adequately met, the study hypotheses were tested using multiple regression analysis.
First, "Co-presence", "Intimacy", "Immediacy", "Perceived Enjoyment", and "Perceived ease of use" were regressed on "Attitude". As in Fig. 2 , it was found that "Co-presence" (β = 0.227, Standardized path coefficient, p < 0.05), "Intimacy" (β = 0.138, Standardized path coefficient, p < 0.05), "Immediacy" (β = 0.150, Standardized path coefficient, p < 0.05), "Perceived Enjoyment" (β = 0.280, Standardized path coefficient, p < 0.05), and "Perceived ease of use" (β = 0.172, Standardized path coefficient, p < 0.05) are significantly and positively related to "Attitude" (adjusted R²=0.69) (see Table 8 , Table 9 and Fig. 2) . Thus, H1, H2, H3, H4 and H5 are supported. Thereafter, the three independent variables (i.e. "attitude", "subjective norms" and "Self-efficacy") were regressed on "Behavioral Intention". Results, as in Fig. 2 , indicate that all three variables are significantly and positively related to "Behavioral Intention" (adjusted R2=0.590): "attitude" (β = 0.488, Standardized path coefficient, p < 0.05), "subjective norms" (β = 0.171, Standardized path coefficient, p < 0.05) and "Self-efficacy" (β = 0.286, Standardized path coefficient, p < 0.05) (see Table 8 , Table 9 and Fig. 2) . Thus, H6, H7 and H8 are supported.
Finally, the ninth Hypothesis was tested using multiple regression analysis which showed that "behavioural intention" (β = 0.736, Standardized path coefficient, p < 0.05) has a significant and positive effect on "usage behavior" (adjusted R²=0.540) (see Table 8 , Table 9 and Fig. 2 ). Thus, H9 is supported. Fig. 2 . The study results www.ijacsa.thesai.org V. DISCUSSION Overall, the results support the validity of the proposed model. The study" model shows that usage behaviour on online social networking services (SNSs) is determined by "behavioral intention" which in turn is determined by individuals' "attitude", "subjective norms", and "self-efficacy". The developed model also asserts that "Co-presence", "Intimacy", "Immediacy", "Perceived Enjoyment", and "Perceived ease of use" formed individuals' "Attitude" towards "behavioral intention" to use online social networking services (SNSs). The results support all formulated hypotheses. The proposed model in this study explains 59% of the variance in "Behavioral Intention" and 54% of the variance in "Usage Behaviour".
The results show that behavioural intention (BI) is the primary, direct determinant of usage behaviour (B) since "a person who intends to take a certain action is likely to carry out that behaviour" [46] . This result concurs with many prior studies such as Taylor and Todd study, according to their research, "behavioural intention plays an important substantive role, but is also important pragmatically in predicting behaviour" [74] . Likewise, De Guinea and Markus [29] indicate that IT use behaviour is the result of conscious, cognitive behavioural intention. The importance of behavioural intention towards usage behaviour is also reported in Venkatesh, Brown, Maruping and Bala [76] ' study where they found that behavioural intention was a better predictor of duration of use and "behavioural intention will improve as a predictor of behaviour as individuals gain experience with the target behaviour" (p. 488). Thus most models position behavioural intention as an important mediating variable to be a primary predictor of behaviour, and simultaneously predicted by one or more independent variables. These independent variables or factors such as "attitude", "subjective norms" and "self-efficacy" also influence significantly and indirectly the behavior.
The results also show that the constructs "attitude", "subjective norms" and "self-efficacy" are significantly and positively related to "behavioral intention". This result confirms the role of these constructs in shaping users' behavioral intention in the SNS context. However and although all of the three constructs were found to be significant, the relation between "attitude" and "behavioral intention" is stronger (β= 0.49, pb0.001). Indeed, such a strong relation between the two constructs is evident in the literature [3, 27, 2, 14, 5, 4] .
Consistent with the research hypotheses on individual"s "attitude", the study" findings suggest that "Co-presence", "Intimacy", "Immediacy", "Perceived Enjoyment", and "Perceived ease of use" have a significant positive impact on individual"s "attitude" towards SNSs usage.
A. Understanding Behaviour
The proposed models able to explain 54% of SNSs usage behavior. This ability relates to the diversity of the model's constructs and the diversity of relations among their constructs. In the model, behavioural intention is the primary, direct determinant of behaviour on the premise that "a person who intends to take a certain action is likely to carry out that behaviour" [46] . However, the additional explanatory power afforded by the other relative factors. An equation has been formulated and used to calculate the participation of every model"s construct in the model"s explanatory power. The formula was applied to the model using the total (direct and indirect) effects of each model's construct on the SNSs usage behavior (see Table10, Table11 and Table 12) Table 13 shows the participating models' variables and their explanatory power. In the proposed models, behavioural intention is the primary, direct determinant of behaviour and its participation in the models" explanatory power was the highest amongst the constructs. Behavioural intention was able to explain 39% of usage behaviour. This shows that behaviour is largely driven by behavioural intention and that has a notable impact on the model's explanatory power. This impact can be obviously seen when behavioural intention is excluded from the model, since the prediction of behaviour decreases substantially (from R²(B) = 0.54 to R²(B) = 0.15. The drop in predictive power when behavioural intention was omitted concurs also with the Taylor and Todd study, according to their research, "behavioural intention plays an important substantive role, but is also important pragmatically in predicting behaviour" [74] . Likewise, De Guinea and Markus [29] indicate that IT use behaviour is the result of conscious, cognitive behavioural intention. The importance of behavioural intention towards usage behaviour is also reported in Venkatesh, Brown, Maruping and Bala [76] ' study where they found that behavioural intention was a better predictor of duration of use and "behavioural intention will improve as a predictor of behaviour as individuals gain experience with the target behaviour" (p. 488). Thus most models position behavioural intention as an important mediating variable to be a primary predictor of behaviour, and simultaneously predicted by one or more independent variables. These independent variables or factors also influence significantly and indirectly the SNSs usage behavior through behavioural intention. The three antecedents of behavioural intention ("attitude", "subjective norms" and "self-efficacy") explain around 14% of usage behavior, while, "attitude" alone explain 9.47% of SNSs usage behavior. Participation of "attitude" in the models' explanatory power refers to five antecedents which are "Perceived Enjoyment", "Co-presence", "Perceived ease of use", "Immediacy", and "Intimacy" which all form 69% of individual"s attitude or feelings towards adoption the SNSs.
This result is consistent with the findings that the three factors, namely co-presence, intimacy, and immediacy which are framing the construct of social presence [15] have a positive impact on attitudinal antecedents [37] and in line with study of While Xu, et al., [80] which found that social presence has a positive impact on SNS usage. Moreover, the study" findings also confirm that "perceived Enjoyment" (β = 0.280, Standardized path coefficient, p < 0.05), and "Perceived ease of use" (β = 0.172, Standardized path coefficient, p < 0.05) are significantly and positively related to "Attitude" (adjusted R2=0.69), This result is consistent with the findings of Sun and Zhang, [73] "s study which found that enjoyment influences cognitive perceptions or behavioral attitude [73] . While result of impact of "perceived ease of use" on "attitude" confirms most prior studies [26, 53, 83] which found that "perceived ease of use" form the behavioural beliefs that influence individuals" attitude toward information technology, which in turn predicts their acceptance of IT.
The study" findings also confirm that the self-efficacy construct indirectly influence usage behaviour through its direct effect on behavioural intention. This indicates that SNSs users, who are confident of their abilities to use Internet and SNS' sites are more likely to adopt such services. The result is consistent with the findings of most prior studies [40, 27, 24, 44, 23, 77, 41, 52, 32, 64] which provided support for the relationship between computer self-efficacy and decisions involving IS adoption.
The study findings also show that subjective norm has positive significant (.171) direct effects on intention to use SNSs. The result is consistent with the findings of Montesarchio [56] ' study which found that subjective norm was positive explanatory variables of intent. Furthmore the result also is perfectly consistent with a study by Cheung and Lee which found that a stronger subjective norm leads to a higher level of intention to participate in an online social networking site [21] . This finding has been also confirmed by study of AlDebei et al., [4] .
VI. IMPLICATIONS FOR THEORY AND PRACTICE
A. Implications for theory and research
SNSs in general represent a rapidly growing phenomenon that touches upon several aspects of our lives, however, there is no theory-driven empirical research in the information systems literature tackling the adoption issues in this context from a behavioural and social perspective. This study contributes to the body of knowledge by exploring the behavioural and social factors affecting users' decisions to adopt SNSs as new technology.
The present study has shown the importance of social presence"s factors, namely co-presence, intimacy, and immediacy, in explaining individuals" intentions and behavior. Prior to the current study, only limited number of research studies examined the role of social presence in technology adoption (e.g. Xu, et al., [80] ), but not in depth as in this research.
In this study the researcher found that social presence positively influence SNS usage indirectly through user attitude, and as aforementioned that three factors, namely co-presence, intimacy, and immediacy are framing the construct of social presence. Thus, this study is the first empirical effort to examine the impact of co-presence, intimacy, and immediacy in determining intention or behaviour.
The study integrated theoretical model lends itself to studying the adoption of new technologies and applies it to determine significant factors that influence adoption of SNSs. The study" proposed model brings together concepts from two distinct lines of research, the Decomposed Theory of Planned Behaviour (DTPB) and social presence, as an attempt to build a more comprehensive model with a competitive ability to explain both technology adoption behaviour and behavioural intention.
As highlighted in the previous section, the study model explains 59% of the variance in "Behavioral Intention" and 69% of individual"s attitude or feelings towards adoption the SNSs. Moreover, the proposed models also able to explain 54% of SNSs usage behavior. This ability relates to the diversity of the model's constructs and the diversity of relations among their constructs. www.ijacsa.thesai.org
B. Implications for practice
The study found that self-efficacy construct indirectly influence usage behaviour through its direct effect on behavioural intention. This indicates that SNSs users, who are confident of their abilities to use Internet and SNS' sites are more likely to adopt such services. This suggests that SNSs owners should develop effective strategies that take into account these differing levels of abilities by re-building policies and regulations for the sake of supporting users on the long run to help in increasing individuals" ability to use SNSs.
In addition to importance of self-efficacy, the study" findings also confirm that "perceived Enjoyment" (β = 0.280, Standardized path coefficient, p < 0.05), and "Perceived ease of use" (β = 0.172, Standardized path coefficient, p < 0.05) are significantly and positively related to "Attitude" (adjusted R2=0.69), thus, designing sites perceived to be easy to navigate could affect attitudes toward the site and can positively influence confidence levels. Moreover, SNSs should be designed also to be simple, user-friendly and providing users with enjoyable and pleasant experiences. SNSs used to be connected through desktop computers however it should be able to work through smart phones regardless of the operating system, thus service providers, and developers should take this design issues into their account.
VII. CONCLUSIONS
This study examines individuals" intentions and behaviour on Social Networking Sites (SNSs), from a social and behavioural perspective. The study proposed model brings together concepts from two distinct lines of research, the Decomposed Theory of Planned Behaviour (DTPB) from IS models and social presence theory from the social psychological theories of interpersonal communication and symbolic interactionism as an attempt to build a more comprehensive model with a competitive ability to explain both technology adoption behaviour and behavioural intention. The proposed model shows that usage behaviour on online social networking services (SNSs) is determined by "behavioral intention" which in turn is determined by individuals' "attitude", "subjective norms", and "self-efficacy". The developed model also asserts that "Co-presence", "Intimacy", "Immediacy", "Perceived Enjoyment", and "Perceived ease of use" formed individuals' "Attitude" towards "behavioral intention" to use online social networking services (SNSs) . The results support all formulated hypotheses. The proposed model in this study explains 69% of individual"s attitude or feelings towards adoption the SNSs, 59% of the variance in "Behavioral Intention" and 54% of the variance in "Usage Behaviour".
The present study has shown the importance of social presence"s factors, namely co-presence, intimacy, and immediacy, in explaining individuals" intentions and behavior. Prior to this study, only limited number of research studies examined the role of social presence in technology adoption, but not in depth as in this research. In this study we found that social presence positively influence SNS usage indirectly through user attitude, and as we aforementioned that three factors, namely co-presence, intimacy, and immediacy are framing the construct of social presence. Thus, this study is the first empirical effort to examine the impact of co-presence, intimacy, and immediacy in determining intention or behaviour.
